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Going with the flow: Smart shopping malls and omnichannel retailing 
Abstract 
Purpose: The transition from multichannel to omnichannel retailing requires a better 
conceptualisation, especially for customer experience in smart shopping malls. Therefore, 
this study proposes a theoretical model that captures customers’ omnichannel experiences in 
smart shopping malls in terms of personal interaction, physical environment and virtual 
environment encounters. It examines the mediating role of flow experience on the 
relationship between the three types of encounters and customers’ intention to revisit smart 
shopping malls. 
Design/methodology/approach: The study draws on four key theories: the service encounter 
model, trust-commitment theory, flow theory and experiential value theory. A total of 553 
completed questionnaires were collected from customers (millennials) in the United Kingdom 
(UK). The data was analysed using partial least squares-structural equation modelling. 
Findings: The findings show that physical environment encounters and personal interaction 
encounters play a significant role in customers’ omnichannel experiences in smart malls. 
Also, of significance are the following aspects of virtual environment encounters: interface 
design, personalisation, trust, privacy, consumer-peer interaction and relationship 
commitment. The findings highlight the significant mediating role of flow on the 
relationships between these three types of encounters and intention, and the effect of flow on 
omnichannel service usage in smart shopping malls. 
Originality/value: The research contributes to the existing literature by proposing a 
conceptual model: the smart shopping mall omnichannel customer experience (SSMCE) 
model. The findings offer practical guidance to shopping malls and retailers who wish to 
enhance the customer omnichannel experience. 
Keywords: Omnichannel retailing, shopping malls, service encounters, trust-commitment 
theory, flow theory 
Paper type: Research paper 
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Introduction 
Shopping malls play a fundamental role in the retail ecosystem by bringing shoppers and 
retailers together. However, the customer shopping experience has been revolutionised by the 
use of digital technologies. Customers can now shop online and via their smartphones with 
convenience. This has had an adverse impact on shopping malls in recent years, as the 
number of visitors has been declining severely and the number of stores closing has been 
increasing annually (Forbes, 2018). Nevertheless, there is still a chance for shopping malls to 
innovate, capture value and remain relevant for twenty-first century shoppers (Agarwal et al., 
2018).  Shopping malls are no longer evaluated on the basis of their physical environment, 
but on the basis of the omnichannel experience they provide through the smart integration of 
their physical and virtual environments (Fujitsu, 2019). This involves integrating different 
technologies, such as mobile applications, artificial intelligence (AI), virtual reality, 
augmented reality and biometrics, in a physical shopping environment (Miiter, 2018). By 
doing this, retail stores can expect to gain many benefits, such as a powerful marketing 
channel, a comprehensive mall reach, instant flash sale capability, the ability to tailor in-store 
loyalty programmes and fast, accurate receivables (Idsolve, 2020).  
The smart shopping mall makes use of intelligent technology that can benefit 
customers, mall owners and retailers (Kindley, 2019). However, the majority of previous 
studies focused on either customer shopping experiences in shopping malls (e.g. El-Adly, 
2007; Keng et al., 2007; Merrilees and Miller, 2019) or customer online shopping 
experiences (e.g. Ansari and Qadri, 2018; Bahl and Kesharwani, 2019; Chiu et al., 2019; Mou 
and Shin, 2018; Nguyen et al., 2018; Zhang et al., 2019). In addition, existing studies of 
customer experiences in shopping malls mainly focused on service quality and the physical 
environment in malls (e.g. Das and Varshneya, 2017; Idoko et al., 2019). Furthermore, 
despite that the majority of existing studies focused on multichannel retailing (Beck and 
Rygl, 2015; Hult et al., 2019; Yurova et al., 2017), there is a gap in research on the transition 
from multichannel to omnichannel retailing (Verhoef et al., 2015; Rodríguez-Torrico et al., 
2017).  There is no theoretical model that captures customer experience in these malls or the 
effect of digitisation in shopping malls on the customer experience. Furthermore, there is a 
gap in theory in terms of conceptualising the role of flow (Csikszentmihalyi, 1990) in 
omnichannel experiences in smart shopping malls, despite the literature acknowledging that 
this factor is important because it affects customer satisfaction and future behaviours 
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(Kazancoglu and Aydin, 2018; Bèzes, 2019). Csikszentmihalyi (2000) pointed out that the 
goal of experience design is to create a compelling experience that can be measured and 
analysed on the basis of flow experience. 
This study proposes a theoretical model that captures customers’ omnichannel 
experiences in terms of personal, physical and virtual encounters in smart shopping malls. It 
also examines the mediating role of flow experience on the relationship between each type of 
encounter and customers’ intention to revisit a smart shopping mall. The study integrates and 
draws on the service encounter model (Bitner, 1990; Bitner et al., 1997; Solomon et al., 
1985), trust-commitment theory (Morgan and Hunt, 1994), flow theory (Csikszentmihalyi, 
1990) and experiential value theory (Mathwick et al., 2001).  
The study offers theoretical contributions and practical implications. In terms of the 
theoretical contributions, this research bridges a gap in the existing knowledge and the 
marketing literature by developing the smart shopping mall omnichannel customer 
experience (SSMCE) model, which models and conceptualises the omnichannel experience 
in smart shopping malls and examines the mediating role of flow in this experience. Our 
proposed model draws on theories in marketing literature. In doing so, this research provides 
a more holistic model that acknowledges the complex nature of omnichannel experiences in 
modern shopping malls: smart malls in which customers receive different services at different 
points of interaction. The model is tested in a shopping mall in the United Kingdom (UK). In 
terms of the practical implications of this research, the insights that it provides on the 
customer experience in smart shopping malls have implications for shopping mall 
management teams and stores. 
Literature review 
Omnichannel retailing and the customer experience 
Verhoef et al. (2015, p.176) defined the omnichannel customer experience as “the synergetic 
management of the numerous available channels and customer touchpoints, in such a way 
that the customer experience across channels and the performance over channels is 
optimized”. The interaction can take place across different physical and virtual retail 
channels, including stores, websites and direct marketing. It can also take place on mobile 
channels (i.e., smartphones, tablets, apps), social media or other customer touchpoints, such 
as mass communication via television and radio (Mosquera et al., 2017). The smart and 
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complex integration of these channels provides a seamless experience for customers, where 
the different channels interact with each other and are used simultaneously (Frasquet et al., 
2019). Mirzabeiki and Saghiri (2020, p.1) explained that this complex integration in 
omnichannel experiences can be achieved by “automating and standardising data capturing 
and sharing methods, and centralising data storage among companies and channels, which 
leads to improved efficiencies”. Mosquera et al. (2017) and Bèzes (2019) explained that in 
omnichannel experiences, each touchpoint in the customer journey provides seamless and 
intuitive transitions across channels in order to accommodate customers’ preferences, needs 
and behaviours. Cook (2014) explained that omnichannel customers and traditional (offline) 
retail shoppers behave differently, as omnichannel customers are more informed and make 
use of the technologies available as part of their shopping experience. 
Shopping malls literature and smart shopping malls 
Recent studies have focused on the decline in the use of shopping malls (Calvo-Porral and 
Lévy-Mangin, 2019; Helm et al., 2018). Ferreira and Paiva (2017) categorised malls into 
three types: small shopping galleries, neighbourhood shopping condominiums, and 
convenience shopping malls. Furthermore, the authors provided the following reasons for this 
decline: innovation cycles, the economic context, the relation between retail and urban 
cycles, and the manager’s ability to adjust to change. With this in mind, studies on the 
customer experience in shopping malls focused on factors related to individual shoppers’ 
behaviours and attitudes in addition to the characteristics of the malls (Keng et al., 2007). 
Gomes and Paula (2017) explained that there are two main types of retail agglomerations: 
evolved and planned. The second type is related to modern shopping malls, which are 
deliberately planned and have a centralised management, while the first type is linked to 
shopping in streets and bazaars. Table 1 provides examples of recent studies on the customer 
experience in shopping malls. 
-------------------------------------- 
Insert Table 1 here 
-------------------------------------- 
Based on an analysis of the studies listed in Table 1, we highlight two main findings. First, 
the majority of recent studies on the customer shopping experience focused on the quality of 
service provided in the mall and on the physical environment of the mall. Second, there is a 
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gap in research focusing on the customer experience in the new type of shopping mall: the 
smart shopping mall, which integrates the physical and the virtual environments by using 
various technologies. These new and advanced shopping malls are no longer considered to be 
purely for offline shopping (Shi et al., 2019; Helm et al., 2018).  
A smart shopping mall is based on a complex integration of the physical and the 
virtual environments, as visitors are able to use advanced technologies as part of their 
physical shopping experience. A smart mall integrates Internet of Things (IoT) functionality 
both inside and outside the mall’s buildings, and it can use data shared by customers to 
provide valuable customer insights for retailers and mall management teams alike (Kalany, 
2019; Idsolve, 2020). Examples of IoT used in smart malls include smart parking, where 
sensors help shoppers navigate to the nearest free parking space; customer foot traffic, where 
foot traffic in malls is monitored and analysed to provide a better customer experience; and 
connected food courts, which allow customers to receive offers and to order and pay online in 
advance to avoid long queues (Kalany, 2019). The customer experience begins with eye 
scanners at the mall entrance, which recall information about the customer’s previous 
purchases so that the customer can be offered personalised short cuts around the mall 
(Morgan, 2018). Secure wireless connectivity (Wi-Fi) is the key to managing a connected 
smart mall. The IoT, big data, analytics and marketing tactics that are enabled in smart 
shopping malls can revolutionise customers’ experience. These changes are expected to bring 
many advantages to customers who visit and shop in smart malls; for example, they can 
receive personalised notifications, be made aware of promotions and sales, join loyalty 
schemes, use wayfinding technology and make the most of an optimised environment 
(Kalany, 2019).  
Related theories 
Existing theories on shopping mall patronage focus mainly on combining particular 
factors, such as distance to the mall, population density and space (Brunner and Mason, 
1968). Various theories have been used to study the customer experience in shopping malls; 
for example, inference theory (Nisbett and Ross, 1980) and the service encounter model 
(Keng et al., 2007). The shopping mall service encounter model introduced by Keng et al. 
(2007) categorises the service encounters that can affect customers’ behavioural intention to 
visit and shop in malls into two groups: personal interaction encounters and physical 
environment encounters. This is one of the most cited models in studies of shopping mall 
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encounters. In addition, market trends show that the role of customer experiential value has 
attracted increasing attention among practitioners in the retail industry (Varshneya et al., 
2017). Experiential value is the value that customers derive from an experience. The notion is 
based on the theoretical concept of value defined by Holbrook (1994; 2000). Mathwick et al. 
(2001, p. 41) conceptualised experiential value as the value derived from an experience via 
“interactions involving either direct usage or distanced appreciation [indirect observation] of 
goods or services”. Experiential value (Mathwick et al., 2001) is conceptualised in terms of 
four main dimensions: playfulness, aesthetics, service excellence and consumer return on 
investment (CROI). Shopping mall experiences are categorised as: experiences perceived 
through the senses; and experiences created through entertainment or dramatic effects 
(Holbrook, 1994, 2000). 
Flow experience is described as the holistic sensation that people feel when they act 
with total involvement (Csikszentmihalyi, 1975). However, studies have not yet investigated 
how flow mediates the three types of encounters that customers have as part of their 
omnichannel experience in smart shopping malls. Csikszentmihalyi and LeFevre (1989) 
explained that the person who achieves flow feels “more active, alert, concentrated, happy, 
satisfied and creative, regardless of the task being performed”. During flow, an individual’s 
self-consciousness vanishes, and their sense of time is distorted. Csikszentmihalyi (1990) 
described this experience as so gratifying that people are willing to be in a state of flow for its 
own sake. According to Csikszentmihalyi (1997), there are eight major characteristics of 
flow: (1) clear and distinct goals, (2) a temporary loss of self-consciousness, (3) a distorted 
sense of time, (4) actions merging with awareness and immediate feedback, (5) high 
concentration on the task, (6) a high level of control, (7) a balance between the available 
skills of the individual and the challenges of the task, and (8) autotelic experiences. We argue 
that flow experience helps customers to navigate smoothly and seamlessly between different 
types of encounters (touchpoints) in the omnichannel experience in smart shopping malls. 
Studying the mediating role of flow has important implications for theory building, as 
mediation provides insights into how and why a relationship between two variables exists 
(Baron and Kenny, 1986).  
Ghani et al. (1991) indicated that enjoyment and concentration are the two most 
important dimensions of flow experience, and these were the focus of studies concentrating 
on online or computer-mediated experiences (Obada, 2013; Bridges and Florsheim 2008). 
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However, previous studies explained that flow has five main components: control, 
enjoyment, concentration, skill and challenge (Wang and Hsiao, 2012; Chang, 2013). 
Therefore, this study focuses on all five components of flow. In addition, although recent 
studies emphasised the significant effect of ensuring a seamless flow between physical and 
digital channels in omnichannel experiences, they did not empirically test this effect (e.g. 
Kazancoglu and Aydin, 2018; Bèzes, 2019; Wang and Hsiao, 2012). The majority of the 
previous studies that empirically tested the effects of flow focused on online settings only 
(e.g. Hoffman and Novak, 1996; Novak et al., 2000; Rose et al., 2012; Bridges and Florsheim 
2008; Novak et al., 2000; Schouten et al., 2007).  
Trust-commitment theory explains that trust and relationship commitment play key 
roles in the process of developing a relationship between customers and retailers (Morgan 
and Hunt, 1994). Furthermore, Wang et al. (2019) explained that trust helps to build a 
relationship commitment between customers and retailers, online and on social media. The 
authors highlighted the role of privacy issues, including privacy control, which may raise 
concerns; in particular, the fact that consumers have a low level of control over how their 
data is used by retailers. Given that smart shopping malls use a variety of technologies and 
that shoppers are aware that their data is being used, factors such as trust and commitment 
can play important roles and should be studied further. 
The research model 
Our proposed model acknowledges the role of technology in modern shopping malls and 
draws on the service encounter model (Bitner et al., 1997), trust-commitment theory (Morgan 
and Hunt, 1994), flow theory (Csikszentmihalyi, 1990) and experiential value theory 
(Mathwick et al., 2001). Therefore, we classify service encounters in our proposed model into 
three dimensions. The first of these is personal interaction encounters: efficiency and service 
excellence (Keng et al., 2007). The second is physical environment encounters: diversity, 
luxury, aesthetics, comfort and convenience (El-Adly, 2007; Keng et al., 2007). The third is 
virtual environment encounters: interface design, personalisation, trust, privacy, consumer-
peer interaction and relationship commitment (Ariff et al., 2013; Chellappa and Sin, 2005; 
Mun et al., 2006; Wang et al., 2019). In addition, the model integrates flow as a factor 
mediating the effects of the three encounters and customers’ intention to revisit smart 
shopping malls. 
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There were three reasons for integrating the service encounter model (Bitner et al., 
1997), trust-commitment theory (Morgan and Hunt, 1994), flow theory (Csikszentmihalyi, 
1990) and experiential value theory (Mathwick et al., 2001). First, each theory is relevant to 
the context of this research. The service encounter model (Bitner et al., 1997; Keng et al., 
2007) is one of the pioneering models to focus on personal interaction encounters and 
physical environment encounters in shopping malls. Trust-commitment theory (Morgan and 
Hunt, 1994) has been applied in studies concentrating on online environments (e.g. Wang et 
al., 2019). Furthermore, it focuses on trust and privacy: aspects that are important in the 
context of smart shopping mall experiences, given that shoppers’ data is gathered when they 
use different technologies in these malls. In addition, flow theory (Csikszentmihalyi, 1990) 
focuses on an important aspect of customer experience, flow, which has mainly been studied 
in the context of online experiences (e.g. Hoffman and Novak, 1996; Novak et al., 2000; 
Rose et al., 2012; Bridges and Florsheim 2008; Novak et al., 2000; Schouten et al., 2007). 
This is despite the fact that flow can also apply to omnichannel experiences (Kazancoglu and 
Aydin, 2018; Bèzes, 2019). Second, the integration and extension of these theories bridges a 
gap in the literature, as it provides a better understanding of the customer omnichannel 
experience in modern shopping malls. By combining virtual environment encounters, 
personal interaction encounters and physical environment encounters and by studying the 
mediating role of flow, it is possible to provide a more in-depth understanding of the 
customer experience in smart shopping malls. Third, factors such as interface design, 
innovativeness, personalisation, trust, privacy, consumer-peer interaction, relationship 
commitment and flow have been highlighted as significant in the study of online shopping 
experiences (Lee and Chung, 2008; Chaouali and Souiden, 2019; Kannan, 2017; Martin and 
Murphy, 2017; Park and Kim, 2018; Trivedi and Trivedi, 2018; Wang et al., 2019; Shen et 
al., 2018). However, these factors have not yet been studied in the context of smart shopping 
mall omnichannel experiences. Studying the effects of these factors on customers’ use of 
different advanced technologies in smart shopping malls is important, as it bridges a gap in 
the literature on service encounters in such an environment. Therefore, we propose the smart 
shopping mall omnichannel customer experience (SSMCE) model. 
Hypothesis development 
This section outlines the hypotheses developed in this research. Figure 1 depicts the proposed 
model. 
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-------------------------------------- 
Insert Figure 1 here 
-------------------------------------- 
Personal interaction encounters 
Personal interaction encounters refer to the time during which customers interact with service 
personnel. Customers’ assessments of the quality of these encounters are based on the service 
provider’s competence, listening skills and level of dedication (Keng et al., 2007). Personal 
interaction encounters encompass efficiency and service excellence (Keng et al., 2007). 
Efficiency is a dimension of customer experiential value (Varshneya et al., 2017). It refers to 
the consumer return on investment (CROI) provided by a shopping experience. The 
consumer’s investment may include their economic, time, temporal, behavioural and 
psychological resources, and this may result in a positive shopping experience (Keng et al., 
2007). Efficiency has been classified as an extrinsic factor affecting the customer shopping 
experience in shopping malls (Wu and Liang, 2009). Previous studies highlighted this factor 
has a more significant role than design and aesthetics in service marketing (Varshneya et al., 
2017). When customers shop in shopping malls, they expect the outcomes (CROI) of their 
shopping experience to be positive, whether that experience involves online, mobile or offline 
shopping, or a combination of these. Providing CROI could also involve providing offers and 
discounts, giving good advice, solving shopping problems and providing fast and friendly 
customer service (Keng et al., 2007). Thus, efficiency is linked to the integration of different 
technologies and personal interactions in a way that enables customers to evaluate their 
shopping experience as efficient. This factor can have a significant effect on customers’ 
behavioural intention towards the use of smart shopping malls, because when customers are 
able to identify positive outcomes from their shopping experience, they are likely to have 
stronger intentions of repeating it. Therefore, we propose: 
H1a. The efficiency of the shopping experience will have a significant positive effect on 
behavioural intention towards shopping in smart shopping malls. 
Service excellence has been classified as an extrinsic and reactive factor, and it is part 
of the reactive side of customer experience (Keng et al., 2007). It refers to the courtesy, 
attitude, knowledge and friendliness of personnel, all of which can have a significant effect 
on customers’ intention towards shopping in smart malls (Calvo-Porral and Lévy-Mangin, 
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2019; Haj-Salem et al., 2016). From the perspective of retailers, the frontline salesperson is 
an important differentiator in creating value for customers (Hughes et al., 2019). Previous 
studies in retail marketing showed that when shopping malls provided a quality service by 
understanding customers’ needs and preferences and giving them quick and effective 
solutions, this increased customer satisfaction, which was an important factor in determining 
customers’ intentions to use a shopping mall again (Varshneya et al., 2017). Therefore, we 
hypothesise: 
H1b. Service excellence provided by the service provider will have a significant positive 
effect on behavioural intention towards shopping in smart shopping malls. 
Physical environment encounters 
The physical environment of a shopping mall refers to the general atmosphere of the mall as 
perceived by consumers; namely, the appearance of outdoor areas, the shape and internal 
designs, the colours and lighting, and the décor and aroma (Calvo-Porral and Lévy-Mangin, 
2019). Previous studies explained that the physical environment may offer clues concerning 
the impact of the image of brands and shopping malls, because this environment affects 
customer satisfaction (Baker et al., 2002; Ryu and Han, 2011; Wu and Liang, 2009). The 
physical environment of the shopping mall consists of three elements: ambient elements; 
spatial layout and functionality; and signs, symbols and artifacts (Bitner, 1992; Calvo-Porral 
and Lévy-Mangin, 2019). Following the work conducted by Keng et al. (2007) and El-Adly 
(2007), the physical environment factors included in this study are diversity, luxury, 
aesthetics, comfort and convenience. 
The diversity of the shopping mall’s physical environment refers to the variety of 
restaurants, stores, food and cinemas provided by the mall to satisfy shoppers from different 
cultures, nationalities and backgrounds (El-Adly, 2007; Kusumowidagdo et al., 2016). This 
factor was found to be important in previous studies on customers’ use of shopping malls 
(Kusumowidagdo et al., 2016). The diversity of stores, food outlets and entertainment in the 
mall contributes to customers’ overall perception of a pleasant shopping environment (El-
Adly, 2007). In fact, diversity in the physical environment was found to increase customers’ 
desire and intention to stay for longer and to visit again (Ryu and Han, 2011). Such diversity 
helps to enhance the inclusion of customers from different backgrounds and tourists from 
different destinations. Thus, we hypothesise: 
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H2a. Diversity in the physical environment will have a significant positive effect on 
behavioural intention towards shopping in smart shopping malls. 
Luxury in the shopping mall’s physical environment was found to be an important 
factor in determining customers’ shopping intentions (Lee, 2015). The level of luxury is the 
sum of the visual and sematic cues in the shopping mall. It is also linked to the presence of 
luxury brands in the mall (Lee, 2015). In the context of a mall’s physical environment, luxury 
is linked to the location of the mall, the design of the outside and inside of the mall, and the 
luxuriousness of the retailers and services provided. Therefore, luxury is one of the main 
factors defining the attractiveness of a shopping mall to customers (El-Adly, 2007). In 
addition, previous studies highlighted that luxury retail has a positive influence on customer 
experiential value (Varshneya et al., 2017). Hence, the luxury of a shopping mall’s physical 
environment can have a positive effect on customers’ behavioural intention to use the mall. 
Thus, we hypothesise: 
H2b. The luxury of the physical environment will have a significant positive effect on 
behavioural intention towards shopping in smart shopping malls. 
In the context of retail marketing, aesthetics can be viewed as relevant visual elements 
of the retail environment (Mathwick et al., 2001). Previous studies found that the aesthetics 
of the décor, food, architecture, design and layout of the mall were important elements of the 
customer shopping experience (Wu and Liang, 2019). Perceived aesthetic value has been 
classified as a reactive-intrinsic factor (Keng et al., 2007). Previous studies showed that 
perceived aesthetic value can play an important role as a marketing tool, because it affects the 
following customer responses: intentions, attitudes, pleasure, emotions, price perceptions, 
value perceptions, satisfaction, and behaviour (Ryu and Han, 2011). Therefore, we 
hypothesise: 
H2c. The aesthetics of the physical environment will have a significant positive effect on 
behavioural intention towards shopping in smart shopping malls. 
Comfort refers to the elements of comfort provided by cafes, restaurants and other 
retailers in the shopping mall, all of which are linked to positive appraisals of a mall and 
increase the chances of customers visiting it again (Baker et al., 2002; Haj-Salem et al., 
2016). El-Adly (2007) explained that comfort includes attributes related to security, parking 
spaces, temperature, cleanliness, and attributes that meet the needs of families. It is also 
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linked to the design, décor, lighting, furniture, layout, facilities and seating arrangements 
(Ryu and Han, 2011; Haj-Salem et al., 2016). El-Adly (2007) found that comfort is one of the 
most significant factors for shoppers when considering the physical environment of a 
shopping mall, as it can determine customers’ evaluation of the mall’s quality and, in turn, 
their intention to use the mall again. This is particularly important for families with children 
(El-Adly, 2007). Accordingly, we hypothesise: 
H2d. The comfort of the physical environment will have a significant positive effect on 
behavioural intention towards shopping in smart shopping malls. 
Convenience in the context of the shopping mall’s physical environment refers to the 
convenience of using, and the ease of access to, the facilities, stores and retailers in the mall 
(Keng et al., 2007). Due to changing consumer needs, shopping malls have grown larger and 
the convenience of one-stop shopping has expanded to include service outlets and 
entertainment providers (Jackson et al., 2011; Keng et al., 2007; Wu and Liang, 2009). 
Customers are using shopping malls as meeting points and as places to have fun and relax in 
addition to doing their shopping (Keng et al., 2007). When considering the presence of online 
shopping, which is considered to be convenient for customers because it is enabled by 
technology and products are delivered at a convenient time and place, convenience in the 
shopping mall becomes an even more significant factor (Varshneya et al., 2017). Previous 
studies found that customers’ choice of shopping mall is dependent on convenience and that 
this is especially important for older shoppers (Jackson et al., 2011). Therefore, convenience 
is an important factor that can affect customers’ intention to use shopping malls. Thus, we 
hypothesise: 
H2e. Convenience will have a significant positive effect on behavioural intention towards 
shopping in smart shopping malls. 
Virtual environment encounters 
In the era of new and advanced technologies, shopping malls are no longer described as 
providing an offline shopping experience, as digitisation is transforming the retailing 
ecosystem (Park and Kim, 2018). In smart shopping malls the virtual environment integrates 
different technologies, including mobile applications, smartboards, social media, virtual 
reality and AI (Park and Kim, 2018). The integration of the virtual environment and the 
physical environment in a mall helps to create an omnichannel customer experience, where 
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customers switch between the mall’s online and offline channels in a harmonised way (Harris 
et al., 2018). For example, when customers enter the shopping mall and want to search for a 
retail store, food court or facility, they can use smartboards and store finders to look for it and 
find the shortest route to it. Customers can also use a mobile device to search for an item (and 
any offers on it) in a store before visiting to look at the item and possibly buy it. In previous 
studies in retail marketing literature, a number of factors were consistently found to be 
important in virtual environment encounters where customers interacted with technology as 
part of their experience of shopping in a mall (Limbu et al., 2011; Park and Kim, 2018). In 
this study, the factors included in virtual environment encounters are interface design, 
personalisation, trust, privacy, consumer-peer interaction and relationship commitment. 
These factors were found to be significant in previous studies of online retail environments 
(Ariff et al., 2013; Chellappa and Sin, 2005; Wang et al., 2019). 
The first factor, interface design, refers to the appeal of the shopping mall’s user 
interface and whether its design increases customers’ willingness to use the technology more 
often (Ariff et al., 2013). The design of a technology interface, whether it is mobile 
application, a website, virtual reality or a smartboard, can have a significant effect on 
customers’ intention to use that technology to shop (Ariff et al., 2013; Lee and Chung, 2008). 
An attractive user interface increases customer satisfaction (Lee and Chung, 2008). The 
interface design of the different technologies used in a shopping mall’s virtual environment is 
different from the traditional user interface in an ordinary shopping mall. A user interface 
consists of a physical medium and content presentation interface elements (Kourouthanassis 
et al., 2015; Ameen et al., 2020; Ameen et al., 2018a). Recent literature on consumer 
interaction with different technologies for shopping purposes highlighted the importance of 
providing a user-friendly, easy-to-use, clear design and understanding customers’ needs 
(Ariff et al., 2013, Kourouthanassis et al., 2015). This is because elements of the interface 
design increase customer participation by regularly presenting details about products in the 
shopping mall and other information, resulting in consumers processing the information 
faster and more actively (Lee and Chung, 2008). Regardless of the variety of technologies 
that can be used in shopping malls, the quality of the interface design remains an important 
factor that should be consistent across these technologies (Kourouthanassis et al., 2015; Lee 
and Chung, 2008). Accordingly, we hypothesise: 
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H3a. The interface design of the technologies used in the virtual environment will have a 
significant positive effect on behavioural intention towards shopping in smart shopping malls. 
Personalisation refers to the degree to which information is tailored to meet the needs 
of the individual user, and it is an important determinant of positive experiences (Bilgihan et 
al., 2016, p.110). It is based on how data-mining techniques are used to tailor the service 
provided to customers in order to meet their needs and preferences, which leads to a higher 
level of interest in shopping. Personalisation was found to be an important factor in 
determining a positive customer experience when using different technologies in shopping 
(Trivedi and Trivedi, 2018). The use of technology to provide customers with a personalised 
shopping experience can enhance informativeness, credibility, intention and pleasure (Kim 
and Han, 2014). Therefore, it is essential for marketing methods to adhere to consumer 
profiles and patterns of need and consumption (Kim and Han, 2014). Personalisation is based 
on customer demographics, preferences, context and content (Xu et al., 2008). In the context 
of smart shopping malls, meeting customers’ preferences in terms of products, services, retail 
stores, cafes and restaurants, and social and entertainment activities can play an important 
role in creating a pleasant shopping experience for customers and can increase their intention 
to shop in smart malls. Thus, we hypothesise: 
H3b. Personalisation of the customer shopping experience using technologies as part of the 
virtual environment will have a significant positive effect on behavioural intention towards 
shopping in smart shopping malls. 
Online trust is defined as an attitude of confident expectation that in an online 
situation of risk, one’s vulnerabilities will not be exploited (Park and Kim, 2018). It extends 
to trusting the brand as well as the technology (Park and Kim, 2018). These points accentuate 
the complicated nature of trust in digital commercial exchanges and when collecting data 
about consumers. Trust in the context of mobile technology for shopping is even more 
complicated, because it consists of trust in the retailer and trust in mobile-related aspects 
(Yeh and Li, 2009). Previous studies provided insights into consumer behaviour and trust of 
processes in a digital environment (Kannan, 2017; Park and Kim, 2018; Ameen et al., 2018b; 
Ameen, 2017). Within the context of the smart shopping mall omnichannel experience, 
shoppers’ trust in using multiple channels via the different technologies in the shopping mall 
can play an important role in their shopping experience. Therefore, we hypothesise: 
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H3c. Trust in technologies used in the virtual environment will have a significant positive 
effect on behavioural intention towards shopping in smart shopping malls. 
Privacy as part of consumers’ perception of a retailer’s ethics is a crucial factor in the 
use of technology while shopping (Limbu et al., 2011). This is because consumers share their 
personal and financial data with shopping malls and retailers each time they interact with a 
mall’s technology, and they expect that information to be treated confidentially (Limbu et al., 
2011; Martin and Murphy, 2017). Bart et al. (2005) described privacy when interacting with 
retailers’ digital technologies for shopping purposes as consumers’ perceptions of the 
protection of individually identifiable information on the internet. The information shared by 
consumers when using various technologies is protected under the General Data Protection 
Regulation (GDPR), which was introduced for companies in Europe and has an impact on 
companies in other countries that deal with consumers from Europe (Zalewski, 2019). This 
regulation has had a significant impact on digital marketing in retail and on consumers’ 
privacy concerns (Sand, 2018). When shopping malls and retailers introduce new 
technologies, such as AI, virtual reality and robotics, this may add to customers’ concerns 
about the privacy of their personal information if they lack knowledge and experience in how 
these technologies gather and use their data (Deane, 2018). Hence, this factor can have a 
significant effect on customers’ intention towards the use of different digital technologies as 
part of the virtual environment in shopping malls. Thus, we hypothesise: 
H3d. Privacy will have a significant positive effect on behavioural intention towards 
shopping in smart shopping malls. 
Consumer-peer interaction refers to consumers’ perceived intensity of their social 
connections with their peers (Wang et al., 2019). This factor stems from trust-commitment 
theory, and it acknowledges the power of customers’ social interactions in shopping and 
building brand value (Morgan and Hunt, 1994). Many retailers and shopping malls are now 
utilising social commerce sites to interact with their clients and to advertise products and 
services (Wang et al., 2019). Since consumers provide feedback on their shopping experience 
and share it with other consumers, shopping malls and retailers can record and analyse such 
data to improve the quality of their customer service (Wang et al., 2019). Consumers share 
their shopping experiences and interact with others on social commerce platforms to 
exchange information about products and services. This leads consumers to develop and 
maintain close relationships with each other, satisfying their need for relatedness (Wang and 
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Li 2016). When consumers share their experiences of a smart shopping mall and provide 
positive or negative feedback, the influence of their opinions can affect other consumers’ 
intention to use the mall; therefore, consumer-peer interaction is an important marketing issue 
for retailers and shopping malls (Libai et al., 2010). Therefore, we hypothesise: 
H3e. Consumer-peer interaction using technologies as part of the virtual environment will 
have a significant positive effect on behavioural intention towards shopping in smart 
shopping malls. 
Moorman et al. (1992) explained that relationship commitment refers to an enduring 
desire to maintain a valued relationship, and this plays a key role in determining customers’ 
behavioural intention. This factor stems from trust-commitment theory (Morgan and Hunt, 
1994). Morgan and Hunt (1994) explained that consumers can become more interested in 
interacting with retailers and building relationships with them. This sort of relationship was 
found to be particularly important in technology-mediated communications between brands 
and customers (Park and Kim, 2018; Wang et al., 2019). According to Morgan and Hunt 
(1994) explained that the degree to which a consumer believes that an ongoing relationship 
with a retailer is important affects the amount of effort they put in to maintaining it and 
whether they continue to shop there. Similarly, consumers can become more committed to 
their relationship with smart shopping malls by using the technologies provided as part of the 
virtual environment. Relationship commitment is an outcome of long-term satisfactory 
interactions between customers, shopping malls and retailers (Wang et al., 2016). It leads 
customers to assume that there are no alternatives that would provide similar benefits, so 
customers are less likely to shift to online or mobile shopping instead of shopping in 
shopping malls. Thus, we hypothesise: 
H3f. Relationship commitment between customers and smart shopping malls will have a 
significant positive effect on behavioural intention towards shopping in these malls. 
The mediating effects of flow 
Previous studies examined the effects of flow experience, either by analysing its direct effects 
(Wang and Hsiao, 2012) or as a mediating factor (e.g. Rose et al., 2012; Chang, 2013; Liu et 
al., 2016). In this study, we propose that flow mediates the effects of (a) personal interaction 
encounters, (b) physical environment encounters, and (c) virtual environment encounters on 
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smart mall shopping intention. More specifically, we propose that the effects of these three 
types of encounters are strengthened by the presence of flow. 
We propose that flow mediates the effects of personal interaction encounters 
(efficiency and service excellence), and smart mall shopping intention. Customers’ sense of 
efficiency in terms of the return on the economic, time, temporal, behavioural and 
psychological resources they invest in shopping is strengthened when they have sufficient 
skills, are challenged in a balanced manner, are more absorbed in the experience and feel that 
they are enjoying their shopping experience (Wang and Hsiao, 2012). In addition, customers 
who experience flow are more able to identify the return on their investment in their smart 
shopping mall experience; in turn, this increases their intention to revisit the mall. Similarly, 
customers who experience flow in their shopping experience become more aware of the 
courtesy, attitude, knowledge and friendliness of retail personnel (Wang and Hsiao, 2012). 
The services offered by personnel in smart shopping malls can help customers reach a state of 
flow, as these services allow customers to overcome any challenges associated with shopping 
at different touchpoints of their journey and to become more skilful in switching between 
channels. This, in turn, increases customers’ intention to revisit the mall. Thus, we 
hypothesise:  
H4a. Flow mediates the effects of personal interactions encounters (efficiency and service 
excellence) and smart shopping mall intention. 
Previous studies found that the feeling of enjoyment and being absorbed in the 
shopping experience, which are part of flow, increased customers’ perceptions of diversity 
and luxury and strengthened their level of engagement with the shopping mall atmosphere 
(Rajagopal, 2009). In turn, this affects intention. In the context of smart shopping malls, a 
flow experience mediates the effects of diversity and luxury on shoppers’ intention to revisit 
a smart mall. Previous studies highlighted that individuals who enjoy aesthetics experience 
flow in terms of openness to experience, inspiration, curiosity and exploration (Wanzer et al., 
2020). Such aspects of flow can then increase customers’ intention to revisit a smart mall. In 
addition, the comfort that customers feel in a smart shopping mall’s physical environment (in 
terms of its design, décor, lighting, furniture, layout, facilities and seating arrangements) 
produces certain behavioural effects in shoppers; for example, it evokes enjoyment, which is 
a component of flow (Darden and Babin 1994; Babin and Attaway, 2000; Ong et al., 2012). 
Therefore, when shoppers experience flow in smart shopping malls, their feelings of comfort 
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are heightened and their intention to revisit is stronger. Similarly, the state of flow is evoked 
when shoppers experience convenience in smart shopping malls (Ong et al., 2012). As 
shoppers feel less challenged and their enjoyment levels rise as part of the flow experience, 
their intention towards revisiting the smart shopping mall increases. Thus, we hypothesise: 
H4b. Flow mediates the effects of physical environment encounters (diversity, luxury, 
aesthetics, comfort and convenience) and smart mall shopping intention. 
A high-quality interface design helps individuals to feel less challenged and more 
skilled and to have clearer goals; hence, it has a positive effect on flow (Ozkara et al., 2017). 
In addition, a previous study on customer experiences online highlighted the importance of 
ease of use and navigation in creating a flow experience (Wu and Chang, 2006). When 
individuals experience this flow in a smart mall, they feel less challenged and have a higher 
level of concentration, which increases their intention to revisit. In addition, the provision of 
personalised information may reduce the effort that users have to exert when searching for 
information; thus, it initiates a flow experience by reducing the challenges and difficulties 
that customers may face when searching for information and by enabling them to enjoy their 
experience more and concentrate better (Zhou, 2019). Fewer challenges and greater 
enjoyment and concentration increase customers’ intention to revisit a smart shopping mall. 
Furthermore, the presence of flow reduces uncertainty, complexity and feelings of insecurity, 
all of which can affect concentration levels; therefore, flow strengthen the effects of trust and 
privacy on shoppers’ intention to revisit a smart mall (Wu and Chang, 2006). In addition, as 
customers’ enjoyment increases through their flow experience, so do their interactions in 
communities on social media (Zhang et al., 2014). This, in turn, increases their intention to 
revisit the smart mall. Finally, experiencing flow strengthens customers’ relationship 
commitment to smart malls, which strengthens their intention to revisit the mall. Thus, we 
hypothesise: 
H4c. Flow mediates the effects of virtual environment encounters (interface design, 
personalisation, trust, privacy, consumer-peer interaction and relationship commitment) and 
smart mall shopping intention. 
Smart mall omnichannel service usage 
Previous studies highlighted the significant effects of flow on customers’ behavioural 
intention (Novak et al., 2000; Siekpe, 2005; Obada, 2013). Ozkara et al. (2017) found that 
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behavioural intention is significantly affected by flow as a multidimensional factor of 
enjoyment, control, concentration, time distortion and curiosity. The psychological state of 
flow influences customers’ exploratory behaviours and attitudes in relation to online 
purchases (Chang, 2013). In addition, we propose that a flow experience in personal 
interactions, physical environment encounters and virtual environment encounters has a 
significant direct effect on omnichannel service usage. This is because customers experience 
flow in terms of being able to concentrate, feeling that they are skilled and absorbed, feeling 
in control, being less challenged and enjoying the experience (Hoffman and Novak, 1996). 
Such feelings evoke customers’ usage of smart mall omnichannel services. Therefore, we 
propose the following hypotheses: 
H5a. Flow will have a significant positive effect on smart mall shopping intention. 
H5b. Flow will have a significant positive effect on smart mall omnichannel service usage. 
The effect of intention on usage behaviour is acknowledged in existing theories, such 
as the theory of reasoned action (Fishbein and Ajzen, 1975) and the theory of planned 
behaviour (Ajzen, 1991). In the context of this research, when shoppers’ intention to revisit a 
smart mall is strong, their use of the omnichannel services available in these malls increases. 
Thus, we hypothesise: 
H6. Smart mall shopping intention will have a significant effect of smart mall omnichannel 
service usage. 
 
Methodology 
Measurement items 
The items for the factors of efficiency, service excellence, aesthetics and behavioural 
intention were adopted from studies conducted by Mathwick et al. (2001) and Keng et al. 
(2007). The items for comfort, convenience, diversity and luxury were adopted from El-
Adly’s (2007) study. The items for interface design were adopted from Ariff et al.’s (2013) 
study. The items for personalisation and privacy were adopted from a study by Chellappa and 
Sin (2005). The items for trust, consumer-peer interaction and relationship commitment were 
adopted from Wang et al.’s (2019) study. The items for flow were adopted from studies by 
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Zhang et al. (2014) and Wang and Hsiao (2012). Finally, the items for omnichannel service 
usage were adopted from Shen et al.’s (2018) study. A seven-point Likert scale was used in 
this study, where 1 referred to “strongly disagree” and 7 referred to “strongly agree”. 
Appendix A shows the factors included in the study, their items and the source of each item. 
Participants 
The target participants were people who had shopped in Westfield London, a shopping mall 
in the UK. Westfield London is one of the largest and most advanced shopping malls in 
Europe, with over 450 retail stores and more than 20,000 personnel (Hendriksz, 2018; 
Santamaria, 2018). The management of Westfield recently announced its 2028 vision for the 
mall (Hendriksz, 2018). According to the vision, hanging sensory gardens, AI-infused 
walkways and dedicated wellness initiatives will be integral parts of the shopping centre 
(Santamaria, 2018). It is anticipated that technology will enable what Westfield is referring to 
as the ‘Extra-perience’ by providing customers with more information about their visit 
(Santamaria, 2018). Retailers in the mall have used technology to provide rewards at different 
points in the user experience cycle such as digital discounting and personalised offers to 
reward loyalty (Westfield, 2019). In addition, the management and retailers have started 
using AI, virtual reality and augmented reality technology to improve the customer shopping 
experience, and they expect the role of digital in the customer retail experience to become 
even more important in the upcoming years (Westfield, 2019). For example, in 2019 the 
shopping mall opened the first ever AI-powered store, which stocks items that are sold by 
retailers in the mall and are trending across social media in real time (Wightman-Stone, 
2019). In addition, retailers such as Thomas Cook used virtual reality to provide customers 
with tasters of the holiday they might want to purchase, and Tommy Hilfiger used virtual 
reality in-store to bring their catwalk to life for customers (Westfield, 2019). Figure 2 shows 
examples of how technology is used in the Westfield London shopping mall. 
  -------------------------------------- 
Insert Figure 2 here 
-------------------------------------- 
The data for this study was collected face to face using purposive sampling. This method 
allowed us to collect data from young consumers who shopped in the target shopping mall. In 
previous studies, purposive sampling proved to be effective with target samples that had 
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certain characteristics (Ndubuisi, 2006). In purposive sampling, the respondents are selected 
on the basis of particular qualities (Etikan et al., 2016). That is, they must meet certain 
criteria in order to be selected (Etikan et al., 2016). Therefore, it is different from 
convenience sampling, in which the participants are selected on the basis of their availability 
at a given time (Dörnyei, 2007). In this research, two criteria were used for selecting the 
participants. First, the participants had to be 23–38 years old in order to be classified as 
millennials (Dimock, 2019). Second, they had to shop in the target shopping mall: Westfield 
London in the UK. 
There were three reasons for selecting participants aged 23–38 years. First, it is 
predicted that by 2020 millennials will account for nearly $1.4 trillion in spending power 
(The Store Front, 2015). In addition, their spending patterns are different from that in other 
generations: they like to buy experiences, such as travel, entertainment and technology (The 
Store Front, 2015). Second, this segment of shoppers prefers to use technology as part of an 
in-store shopping experience, rather than relying on online shopping with no physical (in-
store) interaction; for example, they like to use their phone to get information and pay while 
shopping in a store (Skeldon, 2018). Third, the buying decision-making process for 
millennials is different from that of previous generations: they require a unique, exciting and 
personalised shopping experience, which makes them a challenging segment for retailers in 
shopping malls (Oracle, 2015).  
Using this purposive sampling method, we distributed 700 face-to-face questionnaires 
to participants in London in August 2019. After checking for missing data, unengaged 
responses and outliers (Hair et al., 2017) and confirming that the participants shopped in the 
selected shopping mall, 553 completed questionnaires were used in the analysis. The 
response rate was 79%. Distributing the questionnaires face to face helped us to achieve this 
high response rate. To evaluate the validity and reliability of the questionnaire used in this 
study, in initial pilot study was conducted in which data was collected from 25 customers in 
the UK. As a result, a few changes were made and some questions were added. 
Sample characteristics 
The descriptive statistics were obtained using the Statistical Package for the Social Sciences 
(SPSS) version 24 software. Table 2 shows the demographics of the respondents. 
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-------------------------------------- 
Insert Table 2 here 
-------------------------------------- 
The results show that 43% of the respondents were 23–30 years old and 57% were 31–38 
years old, while 49% of the respondents were male and 51% were female. In addition, 84% 
of the respondents were tourists visiting the UK, while 16% were residents in the country. 
The results also showed that 9% of the respondents shopped daily in shopping malls, 81% 
shopped weekly, 10% shopped monthly and none of them shopped annually. Furthermore, 
64% of them shopped more often offline and the remaining 36% shopped more often online. 
In terms of the types of technology used while shopping, 58% indicated that they used 
smartphones and mobile applications, 4% used augmented reality, 14% used virtual reality, 
8% used biometrics and 16% used all of these technologies. 
Analysis and results 
The initial screening and analysis were conducted by assessing common method bias and 
normality in the data (Hair et al., 2017). Because this study is quantitative and common 
method variance can be a problem in self-reported studies (Podsakoff et al., 2003), the study 
relied on Harman’s single factor test. Common method bias was assessed using Harman’s 
single factor test in SPSS. Upon the extraction of the squared loadings, the results showed 
that a single factor accounted for 19% of the variance, which is lower than the threshold 
value of 50% (Podsakoff et al., 2003). In addition, common method bias was assessed in 
Smart PLS software via the inner collinearity assessment function. The results showed that 
the inner variance inflation factor (VIF) values were lower than the threshold value of 3.3 
(Petter et al., 2007). 
The normality of the data was assessed using skewness and kurtosis in Smart PLS 
software. When skewness and kurtosis are present, it can be assumed that the data is not 
normally distributed. Values greater than 3.0 indicate that the data is skewed (Kline, 2005), 
and values of 8.0 or higher indicate extreme kurtosis, as suggested by West et al. (1995) and 
Kline (2005). The analysis showed that the collected data was not normally distributed. 
The collected data was analysed using partial least squares-structural equation 
modelling (PLS-SEM) (Hair et al., 2017). There were three main reasons for choosing this 
23 
method of analysis. First, PLS-SEM makes it possible to analyse non-normally distributed 
data, which was the case for the collected data in this research (Hair et al., 2017). Second, this 
method can handle single item factors in an analysis of a structural model (Afthanorhan, 
2014). Third, when used with complex models, PLS-SEM is more effective than covariance-
based structural equation modelling (CB-SEM) (Hair et al., 2017). Therefore, the use of PLS-
SEM in this study was justified. The PLS-SEM analysis included an assessment of the 
measurement model, followed by an assessment of the structural model (Hair et al., 2017). 
Assessment of the measurement model 
The measurement model was tested by assessing the convergent validity, discriminant 
validity and reliability (Hair et al., 2017). Table 3 shows the assessment of average variance 
extracted (AVE), Cronbach’s alpha and composite reliability. In terms of convergent validity, 
the AVE values were above the threshold value of .5 (Fornell and Larcker, 1981). In addition, 
the composite reliability values were all above the threshold value of .7 (Urbach and 
Ahlemann, 2010). The values for Cronbach’s alpha were at or higher than the threshold value 
of .7 (Urbach and Ahlemann, 2010). 
-------------------------------------- 
Insert Tables 3 and 4 here 
-------------------------------------- 
Discriminant validity was also checked by assessing the cross-loadings and the 
Fornell-Larcker criterion (Urbach and Ahlemann, 2010). Tables 3 and 4 show the values of 
the Fornell-Larcker criterion. The assessment of the cross-loadings shows that each construct 
loads higher on its own indicators than on the indicators of the other constructs, and there are 
no issues in terms of discriminant validity (Hair et al., 2017). Some of the loadings were 
lower than .7, so they were deleted (Hair et al., 2017). 
Assessment of the structural model 
The structural model was examined by assessing the significance of the relationships in the 
model (p ≤ .05) and the predictive power of the model’s R2 value (the cut-off levels are .190 
weak; .333 moderate; and .670 substantial) (Hair et al., 2017). Table 5 shows the results of 
the assessment of the structural model. 
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-------------------------------------- 
Insert Table 5 here 
-------------------------------------- 
The significance and magnitude of the hypothesised relationships in the structural 
model were assessed by following the bootstrapping procedure in PLS (Hair et al., 2017). 
The results show that all but three of the hypotheses are supported, as the p values are lower 
than or equal to .05. The three exceptions are H1a (efficiency -> behavioural intention: p 
value = .77), H2b (luxury -> behavioural intention: p value = .36) and H2e (comfort -> 
behavioural intention: p value = .49). In addition, the results show that the proposed model 
has a strong predictive power for smart mall shopping intention to revisit and for 
omnichannel service usage. The results show that the R2 value is .78, suggesting that the 
model is able to predict 78% of smart mall shopping intention to revisit. In addition, the R2 
value for omnichannel service usage is .59, suggesting that the model is able to predict 59% 
of omnichannel service usage. 
Assessment of the mediating effects of flow 
Mediation analyses establish whether the relationships between the independent variables 
(predictors) and the dependent variable are direct or indirect (Iacobucci et al., 2007). This 
study hypotheses that flow mediates the effects of personal interaction encounters, physical 
environment encounters and virtual environment encounters. The mediation effects were 
assessed using Preacher and Hayes’s (2008) bootstrapping method with bias-corrected, 95% 
confidence intervals and 5,000 iterations to test the significance of the indirect effects. If the 
indirect effect is significant and the confidence interval is not zero, mediation is supported 
(Zhao et al., 2010). Table 6 shows the results of the assessment of the mediation effects. 
-------------------------------------- 
Insert Table 6 here 
-------------------------------------- 
The bootstrap results show that flow mediates all the hypothesised relationships in the 
proposed model except the paths of luxury (β = 0.04, p = 0.053; CI = 0.06 to 0.19), comfort 
(β = 0.01, p = 0.43; CI = 0.00 to 0.01) and consumer-peer interaction (β = 0.02, p = 0.07; CI 
= 0.13 to 0.56) towards intention. 
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Discussion 
Our holistic, conceptual model sheds new light on customer omnichannel experiences in 
smart shopping malls by drawing on distinct theories: the service encounter model (Solomon 
et al., 1985), trust-commitment theory (Morgan and Hunt, 1994), flow theory 
(Csikszentmihalyi, 1990) and experiential value theory (Mathwick et al., 2001). Using PLS-
SEM, we examined the integration of personal interactions, physical environment and virtual 
environment encounters and the mediating role of flow experience on the effects of these 
three types of encounters on smart mall shopping intention. Our findings add interesting 
insights to the literature on the mediating role of flow in omnichannel customer experiences, 
in which physical and online shopping are integrated to create a seamless experience for 
customers. Given that the majority of the factors proved to be significant, the findings show 
that our proposed model fits well. 
The assessment of the effects of personal interaction encounters provided some 
interesting findings. Surprisingly, our findings revealed that the efficiency of the service 
provided by the shopping mall’s service provider did not have a significant effect on 
behavioural intention towards shopping in smart shopping malls. This contradicts the findings 
of previous studies, which highlighted the importance of providing an efficient service in 
shopping malls (Keng et al., 2007; Varshneya et al., 2017). This is possibly because 
customers find the excellence of the service in terms of competence, understanding and 
helpfulness important rather than generally solving problems and providing offers.  Service 
excellence, in terms of personal service and interaction with the service provider is a 
significant factor for customers in the UK. This is consistent with the findings of previous 
studies on shopping mall interaction (Calvo-Porral and Lévy-Mangin, 2019; Haj-Salem et al., 
2016). 
For smart shopping malls, service excellence is at the core of personal interaction 
encounters. all of the physical environment encounters were significant except for luxury and 
comfort. The findings also show that diversity in shopping malls plays an important role in 
physical environment encounters. Diversity helps to increase customers’ desire and intention 
to stay for longer and repeat their visit (Ryu and Han, 2011). However, our analysis 
contradicted the findings of previous studies, which highlighted the significance of the luxury 
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of the shopping mall’s physical environment, visual and sematic cues, luxury brands and the 
luxury service provided in the mall (e.g. Lee, 2015). The insignificant effects of luxury 
maybe linked to the shift in millennial customers’ behaviour and preferences as they seem to 
prefer having a digitally-enabled experience in shopping malls rather than just enjoying 
luxury (Boykiv, 2017). In this study, despite luxury not having a significant impact, the 
aesthetic and relevant visual elements of the retail environment proved to be significant. 
These findings show that the décor, food, architecture, design and layout of the shopping 
mall, which were found to be important elements of the customer shopping experience in 
previous studies (Wu and Liang, 2009), are still significant. In other words, despite the 
emergence of online and mobile technologies as part of the shopping experience, customers 
are still aware of and affected by the physical retail environment that surrounds them. 
The findings of this study show that comfort is insignificant among customers. This is 
surprising, given that our target sample was made up of millennials, many of whom have 
children, and considering that comfort was highlighted as one of the most significant factors 
in previous studies on shopping mall patronage (El-Adly, 2007; Ryu and Han, 2011; Haj-
Salem et al., 2016). The absence of the significant effect of comfort in the context of our 
study is possibly due to customers placing a high significance level to having convenient 
experiences in shopping malls (Wu and Liang, 2009). Nevertheless, the findings revealed that 
convenience is an important factor for customers. This is linked to the ever-changing needs of 
customers, which have resulted in shopping malls growing larger. As such, the convenience 
of one-stop shopping has expanded to include service outlets, retailers and entertainment 
providers (Jackson et al., 2011). Overall, the results show that physical environment 
encounters play a significant role in the success of smart shopping malls. 
Our findings suggest that virtual environment encounters are also an important part of 
the customer shopping experience in smart shopping malls. Our analysis of the virtual 
shopping environment extended trust-commitment theory (Morgan and Hunt, 1994) by 
integrating trust, privacy, consumer-peer interaction, relationship commitment, interface 
design and personalisation. The interface design of the different technologies used in smart 
shopping malls and retailers, including mobile, online, virtual reality and smartboards, plays a 
significant role in customers’ intention to shop using these technologies and in encouraging 
customers to visit more often. This confirms the findings of previous studies on the 
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significance of providing a user-friendly design for different technologies (Ariff et al., 2013; 
Lee and Chung, 2008). 
Using technologies to provide customers with a personalised experience that is based 
on their needs and preferences is viewed as an important predictor of customers’ intention 
towards shopping in a smart shopping mall. This links to the findings of a previous study 
conducted by Kim and Han (2014). Thus, it is important to track consumer profiles, 
consumption patterns and customer needs. However, the findings show that customers are 
sensitive to how their information is used by shopping malls and retailers. This may also be 
linked to how consumers rate the reliability of the technologies used in smart shopping malls, 
as trust was also a significant factor in the context of virtual shopping encounters. This 
extends the findings of the previous literature, which highlighted the role of trust in online 
and mobile shopping (Kannan, 2017; Park and Kim, 2018; Yeh and Li, 2009). The findings 
reveal that trust plays a significant role in the omnichannel customer experience in smart 
shopping malls. 
Interestingly, the findings show that consumers’ interaction with other shoppers on 
social media has a significant effect on their intention towards shopping in smart shopping 
malls. In addition, customers’ commitment to their relationships with retailers on social 
media is a significant determinant of their behavioural intention towards shopping in smart 
shopping malls. These findings extend those of previous studies that focused on consumer-
peer interaction and relationship commitment in the context of smart shopping malls (e.g. 
Park and Kim, 2018; Wang et al., 2019). Overall, our findings reveal the significance of most 
of the factors proposed in this study as part of personal interaction, physical environment and 
virtual environment encounters in smart shopping malls. 
In addition to the direct effects discussed above, the findings of this study show the 
mediating effects of flow on the relationships between personal, physical and virtual 
environment encounters and smart mall shopping intention. By showing that flow is a 
significant mediator in omnichannel experiences, our findings extend the knowledge on the 
mediating role of flow in online environments (e.g. Rose et al., 2012; Chang, 2013; Liu et al., 
2016). Our findings reveal that the state of flow, which helps customers to navigate smoothly 
through the different touchpoints in their journey and increases their intention to revisit smart 
shopping malls. Maintaining flow in smart mall omnichannel experiences via control, skill, 
challenge, enjoyment and concentration helps shoppers to become more active, more satisfied 
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and less self-conscious when switching between different channels. In addition, our findings 
show that flow has a significant direct effect on omnichannel service usage in smart malls. 
When shoppers have sufficient skills, are challenged in a balanced manner, are more 
absorbed in the experience and feel that they are enjoying their shopping experience, they are 
less disrupted by switching between different touchpoints in a smart shopping mall. 
Theoretical contributions 
This study offers three main theoretical contributions to existing literature. First, it proposes a 
conceptual model: the smart shopping mall omnichannel customer experience (SSMCE) 
model, which models and conceptualises the customer experience in smart shopping malls. 
The SSMCE combines theories in marketing literature: the service encounter model 
(Solomon et al., 1985), trust-commitment theory (Morgan and Hunt, 1994), flow theory 
(Csikszentmihalyi, 1990) and experiential value theory (Mathwick et al., 2001). Moreover, it 
contributes to the literature by revealing the mediating role of flow in shoppers’ omnichannel 
experience in smart malls. The study offers a more holistic model that acknowledges the 
complex nature of smart shopping malls, in which customers receive different services at 
different points of interaction. 
Second, to the best of our knowledge, this is a pioneering study of the mediating role 
of flow in omnichannel experiences in smart shopping malls. Our findings extend those of 
previous studies on the mediating role of flow in online environments (e.g. Rose et al., 2012; 
Chang, 2013; Liu et al., 2016). The study shows how flow acts as a significant mediating 
factor when the physical and virtual environments are combined in shopping malls. It 
examined the effects of the five main components of flow: control, skill, challenge, 
enjoyment and concentration. The findings revealed that all these components are important 
for a seamless shopping experience in smart shopping malls. 
Third, the research addressed a gap in the literature in terms of focusing on the 
customer experience in new and advanced shopping malls by studying how flow mediates the 
effects of physical and virtual encounters. Most previous studies focused on either the 
customer shopping experience in shopping malls (e.g. Keng et al., 2007; Merrilees and 
Miller, 2019) or the customer online shopping experience (e.g. Ansari and Qadri, 2018; Mou 
and Shin, 2018). However, as explained by Shi et al. (2019) and Helm et al. (2018), new 
advanced shopping malls are no longer considered to be purely for offline (in-store) 
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shopping. Therefore, there is a requirement to integrate the factors that can influence 
customers’ omnichannel shopping experience in smart shopping malls. Although some 
previous studies focused on multichannel retailing (Beck and Rygl, 2015), there is a research 
gap in the transition from multichannel to omnichannel retailing (Verhoef et al., 2015; 
Yurova et al. 2017). The findings of this study extend the findings of those studies by 
revealing that the careful integration of these three types of encounters with the presence of 
flow provides a more in-depth understanding of the omnichannel customer experience in 
smart shopping malls. The findings suggest that omnichannel retailing creates a more 
seamless shopping experience for customers. 
Practical implications 
Our research assists shopping mall management teams and retailers to reach a better 
understanding of customer experience. The high level of diversity and complication in 
shopper journey configurations across different platforms poses a challenge to marketing 
researchers and retailers, as it makes it more challenging to create a harmony between the 
different channels (Harris et al., 2018). Although this research focused on advanced shopping 
malls, which integrate technology into the customer shopping experience, it is anticipated that 
the future of retailing lies in the omnichannel customer experience. 
Overall, the findings of this research indicate that shopping malls should adopt 
omnichannel strategies by combining digital and physical elements to improve the customer 
shopping experience. Shopping mall management teams should collaborate with ‘bricks and 
mortar’ retailers to provide an exciting shopping experience to customers as part of an 
omnichannel strategy. 
Shopping mall managers are encouraged to focus on the virtual environment as part of 
the customer shopping experience. To provide a better customer experience and increase the 
number of visits, shopping malls must carefully integrate and harmonise offline shopping 
with the new technologies that are available, such as AI, virtual reality, robotics, online, 
mobile and social media. It is also important for managers of smart shopping malls to 
integrate physical and online encounters with care throughout the shopping journey so that all 
five components of flow are present and balanced namely: control, skill, challenge, 
enjoyment and concentration. Examples of important areas to consider include the careful 
planning of where and when shoppers will interact with technology (i.e. in which part of their 
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shopping journey) and which technology should be integrated at various points. In addition, it 
is important to understand how skilful customers are, what challenges they may face when 
switching between channels, and at which points they prefer to use face-to-face or virtual 
interaction. 
It is essential to ensure that the design of technology interfaces is user-friendly, 
understands customers’ different needs, and is easy to browse and navigate. For example, the 
smartboards in smart shopping malls can be designed in a way that shoppers can use different 
languages according to their preferences. Also, customised and flexible user interfaces can be 
provided to customers with learning difficulties or disabilities.  In addition, the shopping mall 
omnichannel experience should be personalised according to the needs and preferences of 
different types of shoppers. For example, to attract millennial shoppers it may be helpful to 
understand customers’ history of shopping in the mall and analyse common patterns that can 
be translated into special and timely offers from their favourite stores. In addition, a chatbot 
customer service tool, which can often be personalised and stores previous conversations for 
quick and personalised support, may appeal to some shoppers. Nevertheless, despite the 
importance of providing customers with a personalised shopping experience via different 
technologies, smart shopping mall management teams and retailers should be cautious and 
transparent about how shoppers’ data is used. Furthermore, providing a clear privacy 
statement showing an awareness of GDPR requirements would help to build customer trust. 
Another interesting finding of this study is the important role played by social media 
engagement in motivating consumers to use shopping malls. Hence, shopping malls are 
encouraged to create online communities on social media, sharing events and showcasing the 
entertainment and enjoyment aspects of these experiences. In addition, shopping mall 
managers are encouraged to collaborate with retailers and be actively involved in interacting 
with customers on social commerce platforms. This interaction is likely to enhance 
customers’ engagement and their intention to shop in these malls. 
Conclusions, limitations and future research directions 
Shopping malls can provide customers with an exciting experience, providing that they keep 
up with customers’ ever-changing needs and preferences. Therefore, technology is becoming 
part of the customer shopping experience in malls. This research focused on participants who 
shop in one shopping mall’ or ‘people who visit one shopping mall in the UK, and the 
majority of the participants were tourists. Future studies can collect data from other types of 
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participants (non-tourists) and compare their findings with the findings of this study. In 
addition, future research can collect data from other advanced shopping malls that integrate 
technology into the customer shopping experience in other locations at different times of 
year. In addition, this study focused on millennial shoppers between the ages of 23 and 38, 
which is an important segment of customers. However, future research can collect data from 
older shoppers, who may not be as active in using advanced technologies in shopping malls, 
and compare the findings. In addition, one of the main areas for future research exploration is 
the study of differences between male and female shoppers in smart shopping malls, as the 
findings will help malls to provide more effective targeting strategies that suit shoppers’ 
needs and preferences. Furthermore, it is recommended that future research focuses further 
on the omnichannel customer experience, rather than focusing solely on online and mobile 
shopping. 
References 
Afthanorhan, W. M., (2014), “Hierarchical component using reflective-formative 
measurement model in partial least square structural equation modeling (Pls-Sem)”, 
International Journal of Mathematics, Vol. 2 No. 2, pp. 33-49. 
Agarwal, P., Breschi, R. and Devillard, S. (2018), “How the mall business can reinvent itself 
for the digital age” available at https://www.mckinsey.com/business-
functions/marketing-and-sales/our-insights/how-the-mall-business-can-reinvent-itself 
(accessed May 7, 2019). 
Ajzen, I., (1991), “The theory of Planned Behaviour”, Organizational Behavior and Human 
Decision Processes, Vol. 50 No. 2, pp.179-211. 
Ameen, N. (2017), “Arab users’ acceptance and use of mobile phones: A case of young users 
in Iraq, Jordan and UAE”, (Doctoral dissertation, Anglia Ruskin University). 
Ameen, N., Tarhini, A., Shah, M.H. and Madichie, N.O., (2020), “Employees’ behavioural 
intention to smartphone security: A gender-based, cross-national study”, Computers in 
Human Behavior, Vol. 104, p. 106184. 
32 
Ameen, N., and Willis, R. (2018a), “A generalized model for smartphone adoption and use in 
an Arab context: A cross-country comparison”. Information Systems Management, Vol. 
35 No. 3, pp. 254–274. 
Ameen, N., Willis, R., and Shah, M.H. (2018b), “An examination of the gender gap in 
smartphone adoption and use in Arab countries: A cross-national study”, Computers in 
Human Behavior, Vol. 89, pp. 148-162. 
Andrews, J., and Shimp, T. (1990), “Effects of involvement, argument strength, and source 
vividness on central and peripheral processing of advertising”. Psychology and 
Marketing, Vol.  7 No. 3, pp. 195–214. 
Ansari, Z.A. and Qadri, F.A., (2018), “Role of E-retailer’s Image in Online Consumer 
Behaviour–Empirical Findings from E-customers’ Perspective in Saudi Arabia”, 
International Business Research, Vol. 11 No. 4, pp. 57-64. 
Ariff, M.S.M., Yan, N.S., Zakuan, N., Bahari, A.Z. and Jusoh, A., (2013), “Web-based 
Factors Affecting Online Purchasing Behaviour”, In IOP Conference Series: Materials 
Science and Engineering, Vol. 46 No. 1, pp. 12-38.  
Atulkar, S., (2020), “Brand trust and brand loyalty in mall shoppers,”, Marketing Intelligence 
& Planning, DOI 10.1108/MIP-02-2019-0095. 
Babin, B.J., and Attaway J.S. (2000), “Atmospheric affect as a tool for creating value and 
gaining share of customers”, Journal of Business Research, Vol. 49, pp. 91–9. 
Bahl, R. and Kesharwani, S., (2019), “Factors Affecting Online Shopping Behaviour,” 
Global Journal of Enterprise Information System, Vol. 10 No. 2, pp. 59-73. 
Baker, J., Parasuraman, A., Grewal, D., and Voss, G. B. (2002), “The influence of multiple 
store environment cues on perceived merchandise value and patronage intentions”, The 
Journal of Marketing, Vol. 66 No. 2, pp.120-141.  
Baron, R. M., and D. A. Kenny. (1986), “The Moderator-Mediator Variable Distinction in 
Social Psychological Research: Conceptual, Strategic, and Statistical Considerations”, 
Journal of Personality and Social Psychology, Vol. 51 No. 6, pp. 1173–82. 
33 
Bart, Y., Shankar, V., Sultan, F. and Urban, G.L., (2005), “Are the drivers and role of online 
trust the same for all web sites and consumers? A large-scale exploratory empirical 
study”, Journal of marketing, Vol. 69 No. 4, pp. 133-152. 
Beck, N., and Rygl, D. (2015), “Categorization of multiple channel retailing in Multi-, Cross-
, and Omni‐Channel Retailing for retailers and retailing”, Journal of Retailing and 
Consumer Services, Vol. 27 No. 1, pp. 170-178. 
Beldad, A., De Jong, M. and Steehouder, M., (2010), “How shall I trust the faceless and the 
intangible? A literature review on the antecedents of online trust”, Computers in Human 
Behavior, Vol. 26 No. 5, pp. 857-869. 
Bergel, M., Frank, P. and Brock, C., (2019), “The role of customer engagement facets on the 
formation of attitude, loyalty and price perception”, Journal of Services Marketing. Vol. 
33 No. 7, pp. 890–903. 
Bèzes, C., (2019), “What kind of in-store smart retailing for an omnichannel real-life 
experience?”, Recherche et Applications en Marketing (English Edition), Vol. 34 No.1, 
pp.91-112. 
Bilgihan, A., Kandampully, J. and Zhang, T., (2016), “Towards a unified customer 
experience in online shopping environments: Antecedents and outcomes”, International 
Journal of Quality and Service Sciences, Vol. 8 No. 1, pp.102-119. 
Bitner, M.J. (1990), “Evaluating service encounters: the effects of physical surroundings and 
employee responses”, Journal of Marketing, Vol. 54 No. 2, pp. 69-82. 
Bitner, M.J., Hubbert, A.R. and Zeithaml, V.A. (1997), “Customer contributions and roles in 
service delivery”, International Journal of Service Industry Management, Vol. 8 No.3, 
pp. 193-205. 
Boykiv, Y. (2017), “Luxury is meaningless. Or why millennials want more than just a 
brand”, https://www.retaildive.com/ex/mobilecommercedaily/luxury-is-meaningless-or-
why-millennials-want-more-than-just-a-brand (accessed 26 August 2020). 
Bridges, E., and Florsheim, R., (2008), “Hedonic and utilitarian shopping goals: the online 
experience”, Journal Business Research, Vol. 61 No. 4, pp. 309–314 
34 
Brunner, J.A., J. Mason, (1968), “The influence of driving time upon shopping centre 
preference”, Journal of Marketing, Vol. 32 No. 2, pp. 57-61. 
Calvo-Porral, C. and Lévy-Mangin, J.P., (2019), “Profiling shopping mall customers during 
hard times”, Journal of Retailing and Consumer Services, Vol. 48, pp. 238-246. 
Cao, L. (2019), “Implementation of Omnichannel Strategy in the US Retail: Evolutionary 
Approach”, In Exploring Omnichannel Retailing (pp. 47-69). Springer, Cham. 
Chang, C.C., (2013), “Examining users′ intention to continue using social network games: A 
flow experience perspective”, Telematics and Informatics, Vol. 30 No. 4, pp.311-321. 
Chang, H.H. and Chang, C.S., (2008), “An assessment of technology-based service 
encounters and network security on the e-health care systems of medical centers in 
Taiwan”, BMC health services research, Vol. 8 No. 1, p.87. 
Chaouali, W. and Souiden, N., (2019), “The role of cognitive age in explaining mobile 
banking resistance among elderly people”, Journal of Retailing and Consumer 
Services, Vol. 50, pp. 342-350. 
Chebat, J.C., Michon, R., Haj-Salem, N., and Oliveira, S., (2014), “The effects of mall 
renovation on shopping values, satisfaction and spending behaviour”, Journal of 
Retailing and Consumer Services, Vol. 21 No. 4, pp. 610-618. 
Chellappa, R.K. and Sin, R.G., (2005), “Personalization versus privacy: An empirical 
examination of the online consumer’s dilemma”, Information technology and 
management, Vol. 6 No. 2, pp. 181-202. 
Chiu, Y.P., Lo, S.K., Hsieh, A.Y. and Hwang, Y., (2019), “Exploring why people spend more 
time shopping online than in offline stores”, Computers in Human Behavior, Vol. 95, pp. 
24-30. 
Cook, G. (2014), “Customer experience in the omni-channel world and the challenges and 
opportunities this presents”, Journal of Direct, Data and Digital Marketing Practice, 
15(4), pp. 262–266. 
Csikszentmihalyi, M., (1990), “Flow: The Psychology of Optimal Experience”, Harper and 
Row, New York, NY. 
35 
Csikszentmihalyi, M. (1997), “Finding Flow: The Psychology of Engagement with 
Everyday”, Life, Basic Books, New York, NY. 
Csikszentmihalyi, M., (2000), “The costs and benefits of consuming”, Journal of Consumer 
Research, 27 (2), pp. 267–272. 
Csikszentmihalyi, M.; LeFevre, J. (1989), “Optimal Experience in Work and Leisure”, 
Journal of Personality and Social Psychology, Vol. 56 No. 5, pp. 815- 822. 
Darden, W.R., and B.J. Babin. (1994), “Exploring the concept of affective quality: Expanding 
the concept of retail personality”, Journal of Business Research, Vol. 29, pp. 101–110 
Das, G. and Varshneya, G., (2017), “Consumer emotions: Determinants and outcomes in a 
shopping mall”, Journal of Retailing and Consumer Services, Vol. 38, pp.177-185. 
Deane, M. (2018), “AI and the Future of Privacy”, available at 
https://towardsdatascience.com/ai-and-the-future-of-privacy-3d5f6552a7c4 (accessed 14 
August 2019). 
Dimock, M. (2019), “Defining generations: Where millennials end and generation Z begins”, 
available at https://www.pewresearch.org/fact-tank/2019/01/17/where-millennials-end-
and-generation-z-begins/ (accessed September 5, 2019). 
Dörnyei, Z. (2007), “Research methods in applied linguistics”, New York, NY: Oxford 
University Press. 
El-Adly, M., (2007), “Shopping malls attractiveness: a segmentation approach”, International 
Journal of Retail and Distribution Management, Vol. 35 No. 11, pp. 936-950. 
El Hedhli, K., Zourrig, H. and Park, J., (2017). Image transfer from malls to stores and its 
influence on shopping values and mall patronage: The role of self-congruity. Journal of 
Retailing and Consumer Services, Vol. 39, pp.208-218. 
Etikan, I., Musa, S. A., and Alkassim, R. S. (2016), “Comparison of convenience sampling 
and purposive sampling”, American Journal of Theoretical and Applied Statistics, Vol. 5 
No.1, pp. 1–4. 
36 
Ferreira, D. and Paiva, D., (2017), “The death and life of shopping malls: an empirical 
investigation on the dead malls in Greater Lisbon”, The International Review of Retail, 
Distribution and Consumer Research, Vol. 27 No. 4, pp. 317-333. 
Fishbein, M. and Ajzen, I., (1975), “Belief, attitude, intention, and behaviour: An 
introduction to theory and research”, Reading, Mass: Don Mills, Ontario: Addison-
Wesley Pub. Co. 
Forbes (2018), “A Vision of the Future Mall: Four Innovation Scenarios”, available at 
https://www.forbes.com/sites/blakemorgan/2018/06/25/a-vision-of-the-future-mall-four-
innovation-scenarios/#2406bef9413a(accessed May 7, 2019). 
Fornell, C., and Larcker, D. F. (1981), “Evaluating structural equation models with 
unobservable variables and measurement error”, Journal of Marketing Research, Vol. 18 
No.1, pp.39–50. 
Frasquet, M., Ieva, M. and Ziliani, C., (2019), “Understanding complaint channel usage in 
multichannel retailing”, Journal of Retailing and Consumer Services, 47, pp.94-103. 
Fujitsu (2019), “Smart shopping malls thrill visitors, drive profit”, available at 
https://www.fujitsu.com/uk/about/resources/news/press-releases/2019/smart-shopping-
article.html (accessed May 7, 2019). 
Gao, L. and Bai, X., (2014), “Online consumer behaviour and its relationship to website 
atmospheric induced flow: Insights into online travel agencies in China”, Journal of 
Retailing and Consumer Services, Vol. 21 No. 4, pp.653-665. 
Ghani, J., Supnick, R., and Rooney, P., (1991), “The experience of flow in computer-
mediated and in face-to-face groups2, In: Degross, J., Benbasat, I., Desanctis, G., and 
Beath, C. (Eds.), Proceedings of the Twelfth International Conference on Information 
Systems. ICIS, NY, pp. 229–237. 
Gilboa, S. and Mitchell, V., (2020), “The role of culture and purchasing power parity in 
shaping mall-shoppers’ profiles”, Journal of Retailing and Consumer Services, Vol. 52, 
p.101951. 
37 
Gomes, R.M. and Paula, F., (2017), “Shopping mall image: systematic review of 40 years of 
research”, The International Review of Retail, Distribution and Consumer Research, Vol. 
27 No. 1, pp. 1-27. 
Grewal, D., Roggeveen, A.L. and Nordfält, J., (2017), “The future of retailing”, Journal of 
Retailing, Vol. 93 No. 1, pp. 1-6. 
Gulfnews (2018), “A virtual mall promoted by Dubai tech firm is in the works”, available at 
https://gulfnews.com/business/retail/a-virtual-mall-promoted-by-dubai-tech-firm-is-in-
the-works-1.2245306 (accessed May 7, 2019). 
Hair, J. F., Hult, G. T. M., Ringle, C. M., and Sarstedt, M. (2017), “A primer on partial least 
squares structural equation modelling”. (2nd Ed.). Thousand Oaks, CA: Sage. 
Haj-Salem, N., Chebat, J.C., Michon, R. and Oliveira, S., (2016), “Why male and female 
shoppers do not see mall loyalty through the same lens? The mediating role of self-
congruity”, Journal of Business Research, Vol. 69 No. 3, pp. 1219-1227. 
Harris, P., Riley, F.D.O. and Hand, C., (2018), “Understanding multichannel shopper journey 
configuration: An application of goal theory”, Journal of Retailing and Consumer 
Services, 44, pp.108-117. 
Harrison-Walker, L.J., (2019), “The effect of consumer emotions on outcome behaviors 
following service failure”, Journal of Services Marketing, Vol. 33 No. 3, pp.285–302. 
Helm, S., Kim, S.H. and Van Riper, S., (2018), “Navigating the ‘retail apocalypse’: A 
framework of consumer evaluations of the new retail landscape”, Journal of Retailing 
and Consumer Services. https://doi.org/10.1016/j.jretconser.2018.09.015 
Hendriksz, V. (2018), “Westfield unveils the future of retail: 'Destination 2028'”, available at 
https://fashionunited.uk/news/retail/westfield-unveils-the-future-of-retail-destination-
2028/2018060430007 (accessed 7 May 2019). 
Hoffman, D.L., and Novak, P.T., (1996), “Marketing in hypermedia computer-mediated 
environments: conceptual foundations”, Journal of Marketing, Vol. 60 No. 3, pp. 50–68. 
38 
Holbrook, M.B. (1994), “The nature of customer value: an axiology of services in the 
consumption experience”, In Rust. R.T. and Oliver, R.L. (Eds), “Service Quality: New 
Directions in Theory and Practice”, Sage, Newbury Park, CA.  
Holbrook, M.B. (2000), “The millennial consumer in the texts of our times: experience and 
entertainment,” Journal of Macro marketing, Vol. 20 No. 2, pp.178-92. 
Horváth, C. and Adıgüzel, F., (2018). Shopping enjoyment to the extreme: Hedonic shopping 
motivations and compulsive buying in developed and emerging markets. Journal of 
Business Research, 86, pp.300-310. 
Hughes, D.E., Richards, K.A., Calantone, R., Baldus, B. and Spreng, R.A., (2019), “Driving 
In-Role and Extra-Role Brand Performance among Retail Frontline Salespeople: 
Antecedents and the Moderating Role of Customer Orientation”, Journal of Retailing, 
Vol. 95 No. 2, pp.130–143. 
Hult, G.T.M., Sharma, P.N., Morgeson III, F.V. and Zhang, Y., (2019), “Antecedents and 
Consequences of Customer Satisfaction: Do They Differ Across Online and Offline 
Purchases?”, Journal of Retailing, Vol. 95 No.1, pp.10-23. 
Idoko, E.C., Ukenna, S.I. and Obeta, C.E., (2019), “Determinants of shopping mall patronage 
frequency in a developing economy: Evidence from Nigerian mall shoppers”, Journal of 
Retailing and Consumer Services, Vol. 48, pp.186-201. 
Idsolve, (2020), “The Smart Mall – Next Generation Retail”, https://www.idsolves.com/the-
smart-mall-next-generation-retail/ (accessed 9 June 2020). 
Jackson, V., Stoel, L. and Brantley, A., (2011), “Mall attributes and shopping value: 
Differences by gender and generational cohort”, Journal of retailing and consumer 
services, Vol. 18 No. 1, pp. 1-9. 
Jocevski, M., Arvidsson, N., Miragliotta, G., Ghezzi, A., and Mangiaracina, R. (2019), 
“Transitions towards omni-channel retailing strategies: a business model perspective”, 
International Journal of Retail and Distribution Management, Vol. 47 No. 2, pp.78-93. 
Kalany, S. (2019), “Smart malls: IoT is impacting retail further”, 
https://vartechnation.bluestari nc.com/?p=6628 (accessed 6 June 2020). 
39 
Kannan, P.K., (2017), “Digital marketing: A framework, review and research agenda”, 
International Journal of Research in Marketing, Vol. 34 No. 1, pp.22-45.  
Kazancoglu, I. and Aydin, H., (2018), “An investigation of consumers’ purchase intentions 
towards omni-channel shopping”, International Journal of Retail & Distribution 
Management, Vol. 46 No. 10, pp. 959-976. 
Keng, C.J., Huang, T.L., Zheng, L.J. and Hsu, M.K., (2007), “Modeling service encounters 
and customer experiential value in retailing: An empirical investigation of shopping mall 
customers in Taiwan”, International Journal of Service Industry Management, Vol. 18 
No.4, pp.349-367. 
Kesari, B. and Atulkar, S., (2016), “Satisfaction of mall shoppers: A study on perceived 
utilitarian and hedonic shopping values”, Journal of Retailing and Consumer 
services, Vol. 31, pp.22-31. 
Khare, A., (2011), “Influence of hedonic and utilitarian values in determining attitude 
towards malls: A case of Indian small city consumers”, Journal of Retail and Leisure 
Property, Vol. 9 No.5, pp. 429-442. 
Kim, Y.J. and Han, J., (2014), “Why smartphone advertising attracts customers: A model of 
Web advertising, flow, and personalization”, Computers in Human Behavior, Vol. 33, 
pp.256-269. 
Kindley, D. (2019), “Smart Shopping Mall (IoT) Saudi Arabia”, available at 
https://www.behance.net/gallery/64584647/Smart-Shopping-Mall-(IoT)-Saudi-Arabia 
(accessed May 7, 2019). 
Kline, R. B., (2005), “Principles and practice of structural equation modelling”, 2nd edition, 
New York: Guilford. 
Kourouthanassis, P.E., Boletsis, C. and Lekakos, G., (2015), “Demystifying the design of 
mobile augmented reality applications”, Multimedia Tools and Applications, Vol. 74 
No.3, pp.1045-1066. 
Kusumowidagdo, A., Sachari, A. and Widodo, P., (2016), “Visitors׳ perceptions on the 
important factors of atrium design in shopping centers: A study of Gandaria City Mall 
40 
and Ciputra World in Indonesia”, Frontiers of Architectural Research, Vol. 5 No.1, 
pp.52-62. 
Kwon, H., Ha, S. and Im, H., (2016), “The impact of perceived similarity to other customers 
on shopping mall satisfaction”, Journal of Retailing and Consumer Services, Vol. 28, 
pp.304-309. 
Iacobucci, D., Saldanha, N. and Deng, X., (2007), “A meditation on mediation: Evidence that 
structural equations models perform better than regressions”, Journal of Consumer 
Psychology, Vol. 17 No. 2, pp. 139-153. 
Larke, R., Kilgour, M., and O’Connor, H. (2018), “Build touchpoints and they will come: 
transitioning to omnichannel retailing”, International Journal of Physical Distribution 
and Logistics Management, Vol.48 No. 4, pp.465-483. 
Lee, J.Y., Fang, E., Kim, J.J., Li, X. and Palmatier, R.W., (2018), “The effect of online 
shopping platform strategies on search, display, and membership revenues”, Journal of 
Retailing, Vol. 94 No. 3, pp. 247-264. 
Lee, K.C. and Chung, N., (2008), “Empirical analysis of consumer reaction to the virtual 
reality shopping mall”, Computers in Human Behavior, Vol.24 No.1, pp.88-104. 
Lee, K.W., (2015), “Technical frames of affect: Design-work and brand-work in a shopping 
mall”, Geoforum, Vol. 65 No. 1, pp. 403-412. 
Li, Y., Liu, H., Lim, E. T., Goh, J. M., Yang, F., and Lee, M. K. (2018), “Customer's reaction 
to cross-channel integration in omnichannel retailing: The mediating roles of retailer 
uncertainty, identity attractiveness, and switching costs”, Decision support systems, Vol. 
109, pp.50-60. 
Li, Y., Zhang, C. and Laroche, M., (2019), “Is beauty a premium? A study of the physical 
attractiveness effect in service encounters”, Journal of Retailing and Consumer 
Services, Vol.50, pp. 215-225. 
Libai, B., Bolton, R., Bügel, M.S., De Ruyter, K., Götz, O., Risselada, H. and Stephen, A.T., 
(2010), “Customer-to-customer interactions: broadening the scope of word of mouth 
research”, Journal of service research, Vol. 13 No.3, pp.267-282. 
41 
Limbu, Y.B., Wolf, M. and Lunsford, D.L., (2011), “Consumers' perceptions of online ethics 
and its effects on satisfaction and loyalty”, Journal of Research in Interactive 
Marketing, Vol. 5 No. 1, pp.71-89. 
Mahajan, R. and Pal, V., Mahajan, D. and Dumka, A. (2019). Gen. X and Gen.Y Customer 
Groups Perception and Preferences Towards Choice of Shopping Malls Using Structural 
Equation Model (SEM) (March 15, 2019). International Conference on Advances in 
Engineering Science Management & Technology (ICAESMT) - 2019, Uttaranchal 
University, Dehradun, India. Available at http://dx.doi.org/10.2139/ssrn.3386572 
(accessed 4 July 2020). 
Martin, K.D. and Murphy, P.E., (2017), “The role of data privacy in marketing”, Journal of 
the Academy of Marketing Science, Vol.45 No.2, pp.135-155. 
Mathwick, C., Malhotra, N. and Rigdon, E. (2001), “Experiential value: conceptualization, 
measurement and application in the catalog and internet shopping”, Journal of Retailing, 
Vol.77 No.1, pp.39-56 
Merrilees, B. and Miller, D., (2019), “Companion shopping: the influence on mall brand 
experiences”, Marketing Intelligence and Planning, Vol. 37 No. 4, pp. 465-478. 
Miiter, O. (2018), “Future of the shopping mall: experiences and tech”, available at 
https://medium.com/gobeyond-ai/future-of-the-shopping-mall-experiences-and-tech-
e877782e3954 (accessed 14 June 2020). 
Mirzabeiki, V. and Saghiri, S.S., (2020), “From ambition to action: How to achieve 
integration in omni-channel?”, Journal of Business Research, Vol. 110, pp.1-11. 
Moorman, C., Zaltman, G. and Deshpande, R., (1992), “Relationships between providers and 
users of market research: the dynamics of trust within and between 
organizations”, Journal of marketing research, Vol. 29 No. 3, pp.314-328. 
Morgan, B. (2018), “A Vision of The Future Mall: Four Innovation Scenarios”, available at 
https://www.forbes.com/sites/blakemorgan/2018/06/25/a-vision-of-the-future-mall-four-
innovation-scenarios/#60e19aa5413a (accessed September 6, 2019) 
42 
Morgan, R. M., and Hunt, S. D. (1994), “The commitment-trust theory of relationship 
marketing”, Journal of Marketing, Vol. 58, pp.20–38. 
Mosquera, A., Olarte Pascual, C. and Juaneda Ayensa , E. (2017), “Understanding the 
customer experience in the age of omni-channel shopping”, Icono14, Vol, 14  No. 2, pp. 
166-185. 
Mou, J. and Shin, D., (2018), “Effects of social popularity and time scarcity on online 
consumer behaviour regarding smart healthcare products: An eye-tracking approach”, 
Computers in Human Behavior, Vol.78, pp.74-89. 
Mun, Y.Y., Jackson, J.D., Park, J.S. and Probst, J.C., (2006), “Understanding information 
technology acceptance by individual professionals: Toward an integrative view”, 
Information and Management, Vol.43 No.3, pp.350-363. 
Ndubuisi, N. (2006), “Factors of online learning adoption: A comparative juxtaposition of the 
theory of planned behaviour and the technology acceptance model”, International 
Journal on E-learning, Vol. 5 No. 4, pp. 571–591. 
Nguyen, D.H., de Leeuw, S. and Dullaert, W.E., (2018), “Consumer behaviour and order 
fulfilment in online retailing: A systematic review”, International Journal of 
Management Reviews, Vol. 20 No. 2, pp. 255-276. 
Nisbett, R. E., and Ross, L. (1980), “Human inference: Strategies and shortcomings of social 
judgment”, Englewood Cliffs: Prentice Hall. 
Novak, T.P., Hoffman, D.L., and Yung, Y.F., (2000), “Measuring the customer experience in 
online environments: a structural modeling approach”, Marketing Science, Vol. 19 No. 1, 
pp. 28–29. 
Obadă, D.R., (2013), “Flow theory and online marketing outcomes: a critical literature 
review”, Procedia Economics and Finance, Vol. 6, pp.550-561. 
Ong, F.S., Khong, K.W., Faziharudean, T.M. and Dai, X., (2012), “Path analysis of 
atmospherics and convenience on flow: the mediation effects of brand affect and brand 
trust”, The International Review of Retail, Distribution and Consumer Research, Vol. 22 
No. 3, pp.277-291. 
43 
Oracle (2015), “A New Perspective on Millennials Segmenting a Generation for Actionable 
Insights for Consumer Goods Companies and Retailers”, available at 
http://www.oracle.com/us/industries/consumer/interbrand-cg-retail-cx-wp-2400662.pdf 
(accessed August, 20 2019). 
Ozkara, B.Y., Ozmen, M. and Kim, J.W., (2017), “Examining the effect of flow experience 
on online purchase: A novel approach to the flow theory based on hedonic and utilitarian 
value”, Journal of Retailing and Consumer Services, Vol. 37, pp.119-131. 
Park, J. and Kim, R.B., (2018), “A new approach to segmenting multichannel shoppers in 
Korea and the US”, Journal of Retailing and Consumer Services, Vol. 45, pp.163-178. 
Petter, S., Straub, D., and Rai, A., (2007), “Specifying formative constructs in information 
systems research”, MIS Quarterly, Vol. 31 No. 4, pp.623-656. 
Podsakoff, P. M., MacKenzie, S. B., Lee, J. Y., and Podsakoff, N. P. (2003), “Common 
method biases in behavioral research: A critical review of the literature and 
recommended remedies”, Journal of Applied Psychology, Vol. 88 No. 5, pp.879–903. 
Preacher, K. J., and A. F. Hayes. (2008), “Asymptotic and Resampling Strategies for 
Assessing and Comparing Indirect Effects in Multiple Mediator Models”, Behavior 
Research Methods, Vol. 40 No. 3, pp. 879–91. 
Pyyry, N., (2016), “Participation by being: Teenage girls' hanging out at the shopping mall as 
‘dwelling with’ [the world]”, Emotion, Space and Society, Vol.18 No.1, pp. 9-16. 
Rahman, O., Wong, K.K.K. and Yu, H., (2016), “The effects of mall personality and fashion 
orientation on shopping value and mall patronage intension”, Journal of Retailing and 
Consumer Services, Vol. 28, pp.155-164. 
Rajagopal (2009), “Growing shopping malls and behaviour of urban shoppers”, Journal of 
Retail and Leisure Property, Vol. 8 No. 2, pp. 99-118. 
Rodríguez-Torrico, P., Cabezudo, R.S.J. and San-Martín, S., (2017), “Tell me what they are 
like and I will tell you where they buy. An analysis of omnichannel consumer 
behaviour”, Computers in Human Behavior, Vol. 68, pp.465-471. 
44 
Rose, S., Clark, M., Samouel, P. and Hair, N., (2012), “Online customer experience in e-
retailing: an empirical model of antecedents and outcomes”, Journal of Retailing, Vol. 
88 No. 2, pp.308-322. 
Rosenbaum, M.S., Otalora, M.L. and Ramírez, G.C., (2016), “The restorative potential of 
shopping malls”, Journal of Retailing and Consumer Services, Vol. 31, pp.157-165. 
Ryu, K. and Han, H., (2011), “New or repeat customers: how does physical environment 
influence their restaurant experience?”, International Journal of Hospitality 
Management, Vol.30 No. 3, pp.599-611. 
Sands, M. (2018), “How the European Union’s GDPR will revolutionize retail marketing”, 
available at https://www.digitalcommerce360.com/2018/10/02/how-the-european-
unions-gdpr-will-revolutionize-retail-marketing/ (accessed August 14, 2019). 
Santamaria, B. (2018), “Westfield London becomes Europe's biggest mall”, available at 
https://uk.fashionnetwork.com/news/Westfield-London-becomes-Europe-s-biggest-
mall,960240.html#.XVrry-hKjIU (accessed August 19, 2019). 
Saghiri, S. S., Bernon, M., Bourlakis, M., and Wilding, R. (2018), “Omni-channel logistics 
special issue”, International Journal of Physical Distribution and Logistics Management, 
Vol.48 No.4, pp.362-364. 
Schouten JW, McAlexander JH, and Koenig HF (2007), “Transcendent customer experience 
and brand community”, Journal of the Academy of Marketing Science, Vol. 35, pp. 357–
368 
Shen, X.L., Li, Y.J., Sun, Y. and Wang, N., (2018), “Channel integration quality, perceived 
fluency and omnichannel service usage: The moderating roles of internal and external 
usage experience”, Decision Support Systems, Vol. 109, pp.61-73. 
Siekpe, J.S., (2005), “An examination of the multidimensionality of the flow construct in a 
computer-mediated environment”, Journal of Electronic Commerce Research, Vol. 6 
No. 1, pp. 31–43. 
Shi, M., Zhou, J. and Jiang, Z., (2019), “Consumer heterogeneity and online vs. offline retail 
spatial competition”, Frontiers of Business Research in China, Vol.13 No.1, pp.1-19. 
45 
Skeldon, P. (2018), “Most millennials still prefer stores to online shopping – but they want 
more mobile in-store and better click and collect”, available at 
https://internetretailing.net/mobile-theme/most-millennials-still-prefer-stores-to-online-
shopping--but-they-want-more-mobile-in-store-and-better-click-and-collect-
17860(accessed August 20, 2019). 
Solomon, M.R., Surprenant, C., Czepiel, J.A. and Gutman, E.G., (1985), “A role theory 
perspective on dyadic interactions: the service encounter”, Journal of marketing, Vol.49 
No.1, pp.99-111. 
The Store Front (2015), “Millennials’ shopping habits are reshaping the retail industry”, 
available at https://www.thestorefront.com/mag/millennials-shopping-habits-reshaping-
retail-industry/ (accessed August 20, 2019) 
Trivedi, J.P. and Trivedi, H., (2018), “Investigating the factors that make a fashion app 
successful: The moderating role of personalization”, Journal of Internet 
Commerce, Vol.17 No.2, pp.170-187. 
Urbach, N., and Ahlemann, F. (2010), “Structural equation modeling in information systems 
research using partial least squares”, Journal of Information Technology Theory and 
Application, Vol.11 No.2, pp.5–40. 
Varshneya, G., Das, G. and Khare, A., (2017), “Experiential value: a review and future 
research directions”, Marketing Intelligence and Planning, Vol.35 No.3, pp.339-357. 
Verhoef, P. C., Kannan, P. K., and Inman, J. J. (2015), “From multi-channel retailing to 
omnichannel retailing: introduction to the special issue on multi-channel retailing”, 
Journal of retailing, Vol.91 No.2, pp.174-181. 
Walkowiak, T., (2017), “Service encounters, experiences and the customer journey: Defining 
the field and a call to expand our lens”, Journal of Business Research, Vol.79, pp.269-
280. 
Wang, L.C., Baker, J., Wagner, J.A. and Wakefield, K., (2007). Can a retail web site be 
social?. Journal of Marketing, Vol. 71 No.3, pp.143-157. 
46 
Wang, L.C. and Hsiao, D.F., (2012), “Antecedents of flow in retail store shopping”, Journal 
of Retailing and Consumer Services, Vol. 19 No. 4, pp.381-389. 
Wang, W.T., Wang, Y.S. and Liu, E.R., (2016), “The stickiness intention of group-buying 
websites: The integration of the commitment–trust theory and e-commerce success 
model”, Information and Management, Vol.53 No.5, pp.625-642. 
Wang, X., and Li, Y. (2016), “Users’ satisfaction with social network sites: A self-
determination perspective”, Journal of Computer Information Systems, Vol.56 No.1, 
pp.48–54. 
Wang, X., Tajvidi, M., Lin, X. and Hajli, N., (2019), “Towards an ethical and trustworthy 
social commerce community for brand value co-creation: A trust-commitment 
perspective”, Journal of Business Ethics, 1-16. https://doi.org/10.1007/s10551-019-
04182-z 
Wanzer, D.L., Finley, K.P., Zarian, S. and Cortez, N., (2020), “Experiencing flow while 
viewing art: Development of the Aesthetic Experience Questionnaire,” Psychology of 
Aesthetics, Creativity, and the Arts, Vol. 14 No. 1, pp.113-124. 
West, S. G., Finch, J. F. and Curran, P. J., (1995), “Structural Equation Models with 
nonnormal variables”, In: Hoyle, R. H. (Ed.), (1995), Structural Equation Modelling: 
Concept, Issues, and Applications, Thousand Oaks, CA: Sage Publications. 
Westfield (2019), “Westfield how we shop now what’s next?”, available at 
http://res.cloudinary.com/wlabs/image/fetch/http:/cont ent.westfield.io/westfield-
corp/uk/marketing/Westfield-HWSN-report.pdf (accessed September 5, 2019). 
Wightman-Stone (2019), “Westfield London launches first-ever AI powered store”, 
https://fashionunited.uk/news/retail/westfield-london-launches-first-ever-ai-powered-
store/2019070344048 (accessed 9 June 2020).  
Wu, C.H.J. and Liang, R.D., (2009), “Effect of experiential value on customer satisfaction 
with service encounters in luxury-hotel restaurants”, International Journal of Hospitality 
Management, Vol.28 No.4, pp.586-593. 
47 
Xu, D. J., Liao, S. S., and Li, Q. (2008), “Combining empirical experimentation and 
modeling techniques: A design research approach for personalized mobile advertising 
applications”, Decision Support Systems, Vol.44 No.3, pp.710–724. 
Yeh, S. Y. and Li, Y.M., (2009), “Building trust in m-commerce: contributions from quality 
and satisfaction” Online Information Review, Vol.33 No.6, pp.1066-1086. 
Yrjölä, M., Spence, M. T., and Saarijärvi, H. (2018), “Omni-channel retailing: propositions, 
examples and solutions”, The International Review of Retail, Distribution and Consumer 
Research, Vol. 28 No. 3, pp.259-276. 
Yurova, Y., Rippé, C. B., Weisfeld-Spolter, S., Sussan, F., and Arndt, A. (2017), “Not all 
adaptive selling to omni-consumers is influential: The moderating effect of product 
type”, Journal of retailing and consumer services, Vol.34, pp.271-277. 
Zalewski, M. (2019), “Why GDPR is an opportunity for retail?”, available at 
https://www.smartfocus.com/en/blog/why-gdpr-opportunity-retail (accessed August 14, 
2019). 
Zhao, X., J.G. Lynch, and Chen, Q. (2010), “Reconsidering Baron and Kenny: Myths and 
Truths about Mediation Analysis”, Journal of Consumer Research, Vol. 37 No. 2, pp. 
197-206. 
Zhang, H., Lu, Y., Gupta, S. and Zhao, L., (2014), “What motivates customers to participate 
in social commerce? The impact of technological environments and virtual customer 
experiences”, Information & Management, Vol. 51 No. 8, pp.1017-1030. 
Zhang, X., Ma, L. and Wang, G.S., (2019), “Investigating consumer word-of-mouth 
behaviour in a Chinese context”, Total Quality Management and Business Excellence, 
Vol.30 No.6, pp.579-593. 
Zhou, M., Wang, F. and Wang, K., (2019), “Destination Service Encounter Modeling and 
Relationships with Tourist Satisfaction”, Sustainability, Vol.11 No.4, pp.1-20. 
Zhuang, G., Tsang, A.S., Zhou, N., Li, F. and Nicholls, J.A.F., (2006), “Impacts of situational 
factors on buying decisions in shopping malls: an empirical study with multinational 
data”, European Journal of Marketing, Vol.40 No.1, pp.17-43.  
48 
-------------------------------------- 
Insert Appendix A here 
                                                   -------------------------------------- 
 
 
